Measuring experience in international business: a systematic literature review by Parracho, João & Silva, Susana
STUDIA UNIVERSITATIS BABEȘ-BOLYAI OECONOMICA 










MEASURING EXPERIENCE IN INTERNATIONAL BUSINESS: 




Católica Porto Business School Universidade Católica Portuguesa, Portugal 
 
Susana SILVA* 
Católica Porto Business School Universidade Católica Portuguesa, Portugal 
 
 
Abstract. The paper explores the indicators that measure the experience in 
international business. Literature review was used to ascertain the state of the art 
of the existing indexes and theories. The internationalisation of businesses is a 
fundamental strategic step to increase companies' competitive advantage and profits. 
Nevertheless, even though internationalisation is widely accepted as an important 
source of value for companies and is a broad object of investigation, there is still 
much to study about how to measure experience at the level of international business. 
The absence of a coherent approach to measure experience in international businesses 
in past empirical studies made it difficult to create a solution with theoretical concepts 
that would support further studies in this matter. The results are not contradictory, but 
complementary, as, through individual internationalization indicators, it is possible to 
evolve and create indices, such as the Transnationality Index or the Transnational 
Activities Spread Index. The biggest constraint on the analysed indices is the fact 
that they focus mainly on the internationalisation of transnational companies and 
the type of data that was used to build the indexes (secondary data). However, by 
studying international experience through the number of years and the network 
spread, it is possible to overcome some of the existing challenges.  
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International experience is an important and intangible asset that can 
facilitate the internationalisation process and alleviate risks and problems related to 
the liability of foreignness (Barkema, Bell, & Pennings, 1996 in Batsakis & Singh, 
2019). Firms with higher levels of international business experience are better 
prepared to mitigate potential problems during the internationalisation process, 
cope with complex differences in the new market, and end up managing associated 
costs of doing business in an international environment more effectively (Batsakis & 
Singh, 2019). Even though internationalisation is widely accepted as an important 
source of value for companies and it is a wide subject of research, there is still 
much to be studied about international experience and how to assess it (Slim & 
Slimane, 2006; Sommer, 2012; Tang & Gudergan, 2018). Despite the consolidation of 
globalisation, and the growing number of multinational companies, research in 
international businesses is still inconclusive regarding the measurement of 
international experience (Loncan & Nique, 2010; Tang & Gudergan, 2018). Different 
authors have opted for different ways to measure experience in international business, 
namely through the number of years the firm has been engaged in international 
activities (Batsakis & Mohr, 2017; Batsakis & Singh, 2019; Chung, Park, Lee, & 
Kim, 2015; Love, Roper, & Zhou, 2016; Tan & Sousa, 2019), through the firm’s 
network extension (Chetty, Eriksson, & Lindbergh, 2006; Dow & Larimo, 2009; 
Rabbiosi, Elia, & Bertoni, 2012; Slangen & Hennart, 2008; just to name a few) 
while others, such as Johanson & Martín (2015), Putzhammer, Fainshmidt, Puck, & 
Slangen, (2018) and Tang & Gudergan (2018), even combined both to measure 
experience in international business. Other measures have also been proposed, 
such as indices or composite indicators (Ietto-Gillies, 1998; Sullivan, 1994; UNCTAD, 
1995). The absence of a coherent approach to measure experience in previous 
research made it difficult to create a cumulative structure of theoretical concepts 
that provides purpose to subsequent studies (Sullivan, 1994). Notwithstanding, the 
existing measures allow us to understand the approaches taken in the study of 
international experience and the current state of the art, serving as a basis for 
future research in the area (Sommer, 2012). 
This study aims to provide an overview of the different approaches and 
evaluate the advantages and disadvantages of each proposed indicator to measure 
the experience in international businesses. Having this in mind, the purpose of this 
work is to answer two research questions: what is the understanding of international 
businesses experience among academics? And what are the indicators used to 
assess international businesses? Furthermore, other terms for “international business 
experience” were considered to better understand the expressions that were used 
when studying this topic. Hence, to answer these research questions, this study is 
divided into five main sections. Firstly, the introduction reveals the context and the 
chosen approach. Then, the next section presents the research methodology. Thirdly, 
the literature review presents the study of the existing literature and reveals several 
perspectives regarding the existing measurements used to evaluate the experience 
in international businesses. The next section is the discussion, followed by the 
conclusion. An analysis of each measurement is done, as well as a general review 
of the theories found, the limitations of this work, recommendations for future research, 





To effectively explore the issues related to the EU innovation policies and 
the sustainability of its energy sector a subset of literature has been selected to 
identify the best which is the motivation to innovate and what are the socio-economic 
benefits of innovation. Moreover, it is proposed to point out which are the existing 
impediments hampering the progress of the EU’s energy market.  
The methodology section should clarify the procedure that will be used in the 
systematic literature review. A systematic literature review allows the identification, 
evaluation of previous research so that new knowledge can be generated (Kitchenham, 
2004; Torraco, 2005). The main steps to develop a literature review are the formulation 
of a research question, creation of a research plan, definition of inclusion and 
exclusion criteria, developing a research methodology and data collection, a literature 
review, assessment and discussion of results and future recommendations (Donato & 
Donato, 2019). Inclusion and exclusion criteria are defined based on the research 
question (Sampaio & Mancini, 2007).  
According to Bradford's law, within each field of research, there are some 
journals that are the most prominent, as they contain most of the most relevant 
articles in the field (Bradford, 1934). Thus, in order to use Bradford's law, the search for 
scientific articles was restricted to a selected list of high impact journals in the area of 
international business presented by DuBois & Reeb (2000). According to this law, 
approximately one-third of these journals contain more than 70% of the total number of 
selected articles (López-Duarte, González-Loureiro, Vidal-Suárez, & González-Díaz, 
2016). To select the articles a two-step process was followed. First, a keyword 
search was performed using the Scopus database with the keywords “international 
experience”, “internationalisation” or “international business experience”. In this research, 
we obtained 147 articles from the main journals in the area as mentioned above. 
Then, we filtered the articles that exactly mentioned the keywords in the title, 
abstract or keywords, and the final research was carried out within 66 articles. 
Also, other relevant documents, such as reports, conference papers and 
articles from other journals were included, as their keywords matched the ones 
used in this study and they provided valuable information. 
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Papers from main 
Journals (n=147) 
Papers that match 
exactly the keyword 
search (n=66) 
International Business Review (n=18)
International Marketing Review (n=7)
Journal of International Business Studies 
Journal of International Management 
Journal of International Marketing (n=3)
Journal of World Business (n=11)
Management International Review (n=9)
Thunderbird International Business 
Figure 1 – Selected papers that matched the keyword research 
 
 
3. Literature Review 
3.1. Division of Themes 
 
International experience is a relevant variable that helps to alleviate some 
of the threats encountered during the internationalisation process (Barkema et al., 
1996; Szymura-Tyc, 2013). Firms with higher levels of international business 
experience are better prepared to face possible adversities in the internationalisation 
process, cope with complex differences in the new market, and end up managing 
associated costs of doing business in an international environment more effectively 
(Batsakis & Singh, 2019). However, several authors use this concept differently 
(Szymura-Tyc, 2013). Authors like Batsakis & Mohr, 2017; Batsakis & Singh, 2019; 
Chung et al., 2015; Love et al., 2016; Tan & Sousa, 2019 measured international 
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business experience through the number of years the firm has been involved in 
international activities. Moreover, other authors (among which Chetty, Eriksson, & 
Lindbergh (2006), Dow & Larimo (2009), Rabbiosi, Elia, & Bertoni (2012) and Slangen 
& Hennart (2008)) measured experience through the firm’s network extension, while 
others, including Johanson & Martín (2015), Putzhammer, Fainshmidt, Puck, & 
Slangen, (2018) and Tang & Gudergan (2018), combined both criteria to measure 
experience in international business. Other measures were also proposed, such as 
indices or composite indicators (Ietto-Gillies, 1998; Sullivan, 1994; UNCTAD, 1995). 
International business experience should be further investigated, as the lack of 
experience can make it difficult to overcome barriers imposed by the international 
market (Schiavini & Scherer, 2015). In the view of Sommer (2012), international 
experience is an important source of information and it is used in a large number of 
studies, even though there is still much to be investigated about it. In particular, the 
author suggests that the conceptualisation and measurement of international 
experience are often done simplistically by using only secondary data available 
due to the lack of primary sources (Sommer, 2012).  
In the table below shows the division made to organise the literature 
review: Number Of Years Of Foreign Operations & Network Extension, Managers’ 
International Experience, and Internationalisation Indices/Composites. 
 
Table 1 – Division of Themes 
Theme References 
Number of Years of Foreign 
Operations 
(Aguilera-Caracuel, Hurtado-Torres, & Aragón-Correa, 2012; Ali, Lee, & 
Camp, 2003; Batsakis & Mohr, 2017; Batsakis & Singh, 2019; Child et 
al., 2017; Chung et al., 2015; C. W. Hsu, Lien, & Chen, 2015; P. Y. Li & 
Meyer, 2009; Love et al., 2016; Mutinelli & Piscitello, 1997; 
Papadopoulos & Martín Martín, 2010; Prijcker, Manigart, Wright, & 
Maeseneire, 2012; Tan & Sousa, 2019) 
Network Extension (Number of 
Foreign Countries where the 
Company Exports/Operates) 
(Chetty et al., 2006; Dow & Larimo, 2009, 2011; Rabbiosi et al., 2012; 
Slangen & Hennart, 2008) 
Number of Years of Foreign 
Operations & Network 
Extension 
(Arregle, Miller, Hitt, & Beamish, 2018; Bai, Johanson, & Martín Martín, 
2017; Evans, Mavondo, & Bridson, 2008; Hohenthal, Johanson, & 
Johanson, 2014; M. Johanson & Martín, 2015; Mohr & Batsakis, 2014; 
Mutinelli & Piscitello, 2001; Putzhammer et al., 2018; Schwens, Zapkau, 
Brouthers, & Hollender, 2018; Tang & Gudergan, 2018) 
Managers’ International 
Experience 
(Bianchi, 2009; Boellis, Mariotti, Minichilli, & Piscitello, 2016; Bouquet, 
Morrison, & Birkinshaw, 2009; Chandra, Styles, & Wilkinson, 2009; Chen, 
Chang, & Hsu, 2017; Chen, Hsu, & Chang, 2016; Chen, Zou, Xu, & Chen, 
2020; Child & Hsieh, 2014; Clark, Li, & Shepherd, 2017; Cloninger, 2004; 
Coeurderoy & Murray, 2008; Cui, Li, Meyer, & Li, 2015; García-García, 
García-Canal, & Guillén, 2017; Georgakakis, Dauth, & Ruigrok, 2016; 
González, 2019; Hollender, Zapkau, & Schwens, 2017; Hsieh et al., 
2019; Hsu, Chen, & Cheng, 2013; Huett, Baum, Schwens, & Kabst, 
2014; Khan & Lew, 2018; Le & Kroll, 2017; Li, Qian, & Qian, 2012; Li, 
2018; Magnusson & Boggs, 2006; Maitland & Sammartino, 2015; Nielsen & 
Nielsen, 2011; Nielsen, 2010; O’Donnell & Jeong, 2000; Oura, Zilber, & 
Lopes, 2016; Oxelheim, Gregorič, Randøy, & Thomsen, 2013; Ramsey, 
Rutti, Lorenz, Barakat, & Sant’anna, 2017; Sousa & Tan, 2015; Yeoh, 2004) 
International 
Indices/Composites 
(Aybar & Ficici, 2009; Bortoluzzi, Chiarvesio, Di Maria, & Tabacco, 2014; 
Chen et al., 2017; Dörrenbächer, 2000; Elango & Pattnaik, 2007; Gaur, Ma, 
& Ding, 2018; Ietto-Gillies, 1998; Liao, 2015; Sullivan, 1994; UNCTAD, 1995) 
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3.2. Number of Years of Foreign Operations & Network Extension 
 
Structural indicators are intended to illustrate a company's international 
involvement in a given period (Curwen & Whalley, 2006). Some examples of indicators 
that make up this way of measuring the internationalisation of a company are 
related to the activities carried out by the company at an international level, such as 
the total number of years the company has been operating abroad, number of 
markets in which a company is present, the number of foreign affiliates, the number 
of relationships established with other companies (e.g. strategic alliances), the 
proportion of foreign assets and goods supplied abroad, as well as the ratio of local 
labour to foreign labour (Dörrenbächer, 2000; Jankowska, 2011). 
Several studies have used the number of years the company has been 
involved in foreign operations as a measurement of the firm’s international experience 
(Aguilera-Caracuel et al., 2012; Ali et al., 2003; Arregle et al., 2018; Bai et al., 
2017; Batsakis & Mohr, 2017). This way of measuring the international experience 
of a firm is associated to the depth and intensity of a firm’s experience abroad 
(Battaglia & Neirotti, 2020; Cadogan, Diamantopoulos, & Siguaw, 2002; Erramilli, 
1991; Miller, Lavie, & Delios, 2016). Another approach to measuring international 
experience is to focus on the network extension, that is, the number of countries in 
which the company is present.  
Numerous authors (such as Chetty et al., 2006; Dow & Larimo, 2009, 2011; 
Rabbiosi et al., 2012; Slangen & Hennart, 2008) opted to measure the international 
business experience of the firm based on the extension of its network, i.e. through 
the number of foreign countries where the company operates. Similarly to what 
was described above concerning the number of years of international activity, here 
the number of regions where the firm operates measures the breadth and diversity 
of this experience (Battaglia & Neirotti, 2020; Cadogan et al., 2002; Erramilli, 1991; 
Miller et al., 2016). 
Some authors, for example Arregle et al. (2018), Bai et al. (2017), Erramilli 
(1991), Hohenthal et al. (2014), Johanson & Martín (2015), Kogut & Singh (1988), 
Schwens et al. (2018) and Silva et al., (2012) adopted the combination of the 
number of years the firm has been engaged in international activities and the number 
of regions where the firm operates in an attempt to better measure international 
experience. These measures of international experience are related to the psychic 
distance argument, in the way that less experienced companies favour entering 
foreign markets that are similar to the country of origin (Johanson & Vahlne, 1977). 
Yet, as their experience abroad increases and becomes more diversified, these 
firms will increasingly seek other markets which are geographically and culturally 
distant (Erramilli, 1991). 
 
3.3. Managers’ International Experience 
 
Although there are no consensual opinions, and doubts remain about whether 
attitudinal indicators can be measured with sufficient reliability, there are authors who 
encourage their use, as expressed by Perlmutter & Heenan (1979). To the authors, the 
existence of external and quantifiable dimensions, such as the percentage of investment 
abroad, are useful, but they are not enough. The more it is known about the reality of the 
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decision-making process, the more weight should be given to the aspects that influence 
executives’ vision on international business (Perlmutter & Heenan, 1979). 
 Sullivan (1994) proposed to measure international experience as the number of 
years that managers have lived abroad. The author argues that this can be better 
measured statistically, and companies will gain more international predisposition the 
more international experience of top managers. The measure can be calculated as the 
total years that managers spent working abroad, divided by the number of years they 
have of working experience. Based on Sullivan’s proposal, some authors based their 
measurement of international experience on management teams’ international 
experience (Bianchi, 2009; Chandra et al., 2009; Clark et al., 2017; Hollender et al., 
2017; Li et al., 2012; Yeoh, 2004). According to Sommer (2012), the way management 
teams’ international experience is measured in these studies can be divided into using a 
dummy variable in a complementary way (managers have international experience vs 
managers do not have international experience) (for example Chen et al., 2016; 
Coeurderoy & Murray, 2008; Magnusson & Boggs, 2006), or by the time spent living, 
working or studying abroad as the main way to measure experience (Chen et al., 2020; 
Le & Kroll, 2017; Li, 2018; O’Donnell & Jeong, 2000, just to name a few). 
 
3.4. Internationalisation Indices/Composites 
 
Indices or composite indicators are designed by linking two or more individual 
indicators. Although several studies use individual indicators, the consensus opinion is 
that composite indicators are more suitable for measuring internationalisation 
(Dörrenbächer, 2000). This is because individual indicators are not very reliable 
when isolated since it is not possible to control the measurement error associated with 
them, or the influences of the external environment and the manipulation of the transfer 
price (Dörrenbächer, 2000). 
The United Nations Conference on Trade and Development proposed a 
composite index of transnationality – the Transnationality Index – that assesses the 
degree of involvement of companies in international activities compared to their 
total of activities (UNCTAD, 1995). This index aims to provide an overview of a 
company’s position in the internationalisation process. The transnationality index is 
calculated through the average of three ratios: 
• The shares of foreign sales in total sales; 
• The foreign assets in total assets; 
• And foreign employment in total employment. 
 
Furthermore, the Transnational Activities Spread Index proposed by Ietto-
Gillies, based on the Network Spread Index and the Transnationality Index proposed 
by UNCTAD, focuses more on the spread of activities per countries in which the 
firm operates (Ietto-Gillies, 1998), and is therefore considered as an improved version 
of UNCTAD's Transnationality Index. The Transnational Activities Spread Index is 
calculated by doing the average of the ratios of foreign sales to total sales, foreign 
assets to total assets and foreign employment to total employment (the same ones 
as in the Transnationality Index), and then these are multiplied by the number of 
countries in which the company operates in proportion to the total of foreign countries 
in which it can operate (from the Network Spread Index) (Ietto-Gillies, 1998). 
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Ultimately, Sullivan (1994) proposed an index that covers three different 
dimensions by combining structural (ratio of foreign assets to total assets and ratio 
of foreign affiliates to total affiliates), performance (ratio of foreign sales to total 
sales) and attitudinal indicators (international experience of top management and 
psychic dispersion of international operations), the Degree of Internationalisation 
(DOI). This index has been used by several authors that argue that international 
experience is better measured by combining structural or performance ratios 
(Aybar & Ficici, 2009; Bortoluzzi et al., 2014; Chen et al., 2017; Elango & Pattnaik, 
2007; Gaur et al., 2018; Liao, 2015).  
The main disadvantage of using the number of years and markets in which 
a company has been engaged in international activities to assess its international 
experience is that these are over-simplistic measures, which do not bring additional 
information. The key limitation of the indices analysed is that they are mainly focused 
on the internationalisation of TNCs. Secondly, the fact that primary data is difficult 
to obtain, makes most of the researchers base their study on secondary data only, 
which may have incomplete information or not be specific to the researcher's 
needs. Or, whenever primary data exists, it is usually fragmented, the availability of 
data varies a lot from country to country, and, in the case of accounting figures, 
existing different accounting rules make the research more difficult. 
We were able to find that all of the studies use experience as a secondary 
variable, and some of them (for example Chen et al., 2016; Coeurderoy & Murray, 
2008; Magnusson & Boggs, 2006) use it as a dummy variable which does not allow 
a comprehensive measurement of experience in international business (Slim & 
Slimane, 2006; Sommer, 2012). At the end, it is possible to assess that there are 
methods that provide a more quantifiable measurement of experience in international 
business, as is the case of Silva et al. (2012) which adopts the number of years the 
firm has been engaged in international activities and the number of regions where 
the firm operates to better measure international experience of the firm. On another 
hand, after evaluating the different alternatives for measuring experience in 
international business, we can see that there are methods of measuring experience 
that do not provide sufficient information about the experience organisations have 
in doing businesses internationally. An example of this is the international experience 
of managers. By measuring top managers' international experience we are assessing 
experience as knowledge acquired in activities carried out abroad, whether through 
studies, work or personal life experiences. We cannot say that this knowledge is 
not relevant, however, when it comes to using this indicator as a measure of a 
company's experience in international business, it may provide misleading information 
as this experience is being measured taking into account one or several individuals 




The objective of this work is to provide an overview of the different 
approaches to assess international business and critically evaluate each one of 
them. Moreover, the purpose was also to answer two research questions: what is 
the understanding of international businesses experience among academics? And 
what are the indicators used to assess international businesses?  
Even though globalisation is a contemporary matter, research in international 
business needs a better understanding of the concept of internationalisation 
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experience (Loncan & Nique, 2010; Tang & Gudergan, 2018). The existing problem 
when we approach international businesses is related to the existence of several 
ways to measure experience (Dörrenbächer, 2000). As we have previously seen, 
experience has been measured differently in past studies: through the number of 
years involved in international activities, the network extension, both measurements 
combined, and as indices or composite indicators. 
Structural indicators are intended to illustrate the company's international 
involvement in a given period of time (Curwen & Whalley, 2006). As examples of 
this type of indicators, we have seen the number of markets in which the company 
operates abroad and the duration in years of the activities in which the company is 
involved internationally (Dörrenbächer, 2000). As seen aforementioned, some authors 
measure international experience by considering the number of years a company 
has been present abroad (Batsakis & Mohr, 2017; Batsakis & Singh, 2019; Chung 
et al., 2015; Love et al., 2016; Tan & Sousa, 2019). This way of measuring the 
international experience of a firm is associated to the depth and intensity of a firm’s 
experience abroad and provides a straightforward and simple way to measure 
either SMEs or TNCs experience in international business. Considering the 
Network Extension, this measure is done by focusing on the number of countries in 
which the company is present. This measure takes on the breadth and diversity of 
experience in international business (Battaglia & Neirotti, 2020; Cadogan et al., 2002; 
Erramilli, 1991; Miller et al., 2016), and it is relevant given that many problems that 
could arise may be related to the geographical distribution of business activities. 
Having a network spread across different countries brings its advantages and 
disadvantages. On one hand, having activities spread through different countries 
can lower down the risk of having to rely on one market only and can bring new 
knowledge to the company. These can be translated into a higher competitive 
advantage. However, on the other hand, one limitation of this measure is that it 
fails to capture the importance of a particular country in the firm’s operations. 
Countries are equally weighted, even if most international activities take place in a 
limited number of host markets. Furthermore, other authors combined both metrics 
and measured experience through the number of years a company has been 
present abroad and by the network spread (Arregle et al., 2018; Bai et al., 2017; 
Erramilli, 1991; Evans et al., 2008; Hohenthal et al., 2014; M. Johanson & Martín, 
2015; Kogut & Singh, 1988; Mohr & Batsakis, 2014; Mutinelli & Piscitello, 2001; 
Putzhammer et al., 2018; Schwens et al., 2018; Silva et al., 2012; Tang & Gudergan, 
2018). By combining both measurements, the experience can be assessed 
regarding the depth and intensity, and breadth and diversity of a firm’s experience 
abroad. Measuring experience through the number of years of foreign operations 
and network extension can also be related to the psychic distance between 
markets, as companies with less experience abroad are more likely to choose to 
enter a foreign market that is psychically closer to the home market. However, as 
they gain experience throughout the years, they will become more diversified and, 
consequently, seek other markets which are further distant (Erramilli, 1991). 
Although easy to use, when applied in isolation, these indicators provide an overly 
simplistic assessment of the involvement of companies and their international 
businesses, ignoring many other factors that are considered relevant for assessing 
the international experience of a firm (Szymura-Tyc, 2013). 
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The internationalisation indices are designed by linking two or more 
individual indicators. In this study, we approached the UNCTAD’s Transnationality 
Index, the Transnational Activities Spread Index (Ietto-Gillies, 1998) and the Degree of 
Internationalisation (Sullivan, 1994). Including several indicators to measure the 
internationalisation of firms provides more significant results than using a single 
indicator since individual indicators make it difficult to control the measurement 
error, or the influences of the external environment and the manipulation of the 
transfer price (Dörrenbächer, 2000; Slim & Slimane, 2006). The Transnationality 
Index by the UNCTAD (1995) assesses the degree of involvement of companies in 
international activities compared to their total activities. This is calculated through 
the average of three ratios: shares of foreign sales in total sales, foreign assets in 
total assets and foreign employment in total employment. In this index, a company 
is considered to be internationalised if its foreign to total activities ratio is very high, 
regardless of whether those foreign activities happen in one or more country or 
region. Also, the interpretation of any results obtained through this index can only 
be applied to large companies, since their size and growth are linked to their 
activities abroad (Ietto-Gillies, 1998). Consequently, this index cannot be applied to 
small and medium-sized companies, which represent the “backbone” of the European 
economy (Eurostat, 2019). However, Ietto-Gillies's (1998) proposed an improved 
version of UNCTAD’s Transnationality Index, the Transnational Activities Spread 
Index, which focuses more on the spread of activities per countries in which the 
firm operates. The Transnational Activities Spread Index is a combination of the 
average of the share of activities abroad, represented by the foreign sales to total 
sales, foreign assets to total assets and foreign employment to total employment 
(the same ratios used in the Transnationality Index); these are then multiplied by 
the number of countries in which the company operates in proportion to the total of 
foreign countries in which it can operate (Ietto-Gillies, 1998). This way, this index 
allows us to conclude that the degree of internationalisation of a company 
increases, the more activities the company has abroad and the greater the spread 
of these activities in foreign countries. Ultimately, Sullivan (1994) proposes the 
Degree of Internationalisation which covers three different dimensions, combining 
structural (ratio of foreign assets to total assets and ratio of foreign affiliates to total 
affiliates), performance (ratio of foreign sales to total sales) and attitudinal 
indicators (international experience of top management and psychic dispersion of 
international operations). Despite combining three types of indicators, there are 
doubts about the feasibility to measure experience using the attitudinal indicators 
included in the index (Dörrenbächer, 2000).  
Although there are no consensual opinions and doubts remain about 
whether attitudinal indicators can be measured with sufficient reliability (Sullivan, 
1994), there are authors who encourage their use, as expressed by Perlmutter & 
Heenan (1979). Thus, more weight should be given to attitudinal indicators like the 
top managers' international experience, as this will influence their decision-making 
process. This way, Sullivan (1994) proposed an attitudinal indicator to measure 
international experience based on the number of years that managers have 
worked, lived and studied abroad divided by the number of years they have of working 
experience. Based on this proposal, some authors based their measurement of 
international experience on management teams’ international experience (Bianchi, 
2009; Chandra et al., 2009; Clark et al., 2017; Hollender et al., 2017; Li et al., 2012; 
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Yeoh, 2004). As observed, the way managers’ international experience is measured 
either by using a dummy variable (managers have international experience vs 
managers do not have international experience) (for example Chen et al., 2016; 
Coeurderoy & Murray, 2008; Magnusson & Boggs, 2006) or by the years spent 
living, working or studying abroad (Chen et al., 2020; Le & Kroll, 2017; Li, 2018; 
O’Donnell & Jeong, 2000, just to name a few). Companies that rely on exporting 
and international operations, place considerable emphasis on managerial qualities 
necessary to conduct business on an international scale (Ali et al., 2003). 
Involvement in international activities and working abroad make executives aware 
of the nature and complexity of international operations. Thus, the experience abroad, 
whether due to work or studies, strengthens the commitment and the international 
involvement of the manager and consequently of the company, which will be more 
easily involved in international operations. The international experience that executives 
acquire while studying or working abroad allows them to expand horizons and acquire 
new knowledge and rethink strategies to apply in their companies. Although it is an 
indirect way of measuring the international experience of companies, the international 
experience of managers can help companies to leverage and detect new opportunities 




Building on the frameworks reviewed (number of years of foreign operations, 
network extension, managers’ international experience and international 
indices/composites), it is possible to conclude that these are not contradictory on 
their scope nor on their approach to studying experience in international business. 
On the contrary, these models are complementary in the way that through 
individual international indicators we can measure experience by counting the 
number of years abroad and the number of countries where the company operates 
and build indices, such as the Transnationality Index and the Transnational 
Activities Spread Index. Nevertheless, of the models studied, the one that allows us 
to measure more clearly the experience in international business is the combination of 
the factors of: the number of years of foreign operations and network extension since 
through the years of experience and presence in different markets, managers and 
companies are learning and retaining knowledge regarding the decisions they 
make. Thus, this combination allows the experience in international business to be 
accurately measured through what has been learnt from entering each market over 
the years. This represents an easy way to estimate a metric measure because it 
requires the company's network extension, as well as the total number of years in 
which it is involved in international business. 
Regarding managerial implications, this work provides a study of several 
indicators that allow the measurement of internationalisation of companies. This 
work provides an overview of the company's current situation and compares it with 
its competitors. In this sense, experience allows companies to acquire knowledge 
which allows them to anticipate possible problems in the international context 
(Cieślik, Kaciak, & van Stel, 2018), as well as to explore new opportunities and 
cope with threats in the foreign market (Zou & Stan, 1998). As from a dynamic 
capabilities view, a firm needs to perceive international opportunities in foreign 
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markets, seize country-specific strategic decisions, and allocate intangible and 
tangible assets for developing or maintaining the firm’s competitive position in the 
market (Tang & Gudergan, 2018), to which international experience will contribute, 
by allowing firms to better cope with the challenges imposed.  
As future research directions a deeper analysis is needed to establish the 
utility of the frameworks in the assessment of the effects of international experience 
on company activities abroad (Ietto-Gillies, 1998). Additionally, the adaptation and 
employment of internationalisation indices in the case of SMEs should also be studied. 
Lastly, the conceptualisation and the measurement of international experience are 
often done commonly by using secondary data available due to the lack of primary 
data sources (Sommer, 2012). More robust studies should be done based on primary 
data sources, with representative samples and better statistical models, such as 
panel data or time series analysis (Loncan & Nique, 2010). Having said that, some 
of the questions that would be interesting to see studied in future work on the 
subject would be: to what extent does the international experience of managers 
have an impact on the international expansion of companies (i.e. on FDI)? Can the 
indices mentioned in this work be adapted and applied to measure the international 
business experience of SMEs? And how do CEOs measure and compare the 
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